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With the continuous improvement of China's reform and opening up the 
growing economic strength, national standard of living, our snack food industry has 
been greatly developed. Since the beginning of this century, snack food market 
further expand the scale, product range greatly enriched, domestic snack food 
companies have mushroomed emerge. With the broader market space per capita 
disposable incomes rise, people's consumption structure upgrading, there is growing 
emphasis on quality of life, increase the number of urban population in the food 
industry for the development of leisure offer. 
Currently the food industry to foreign investment has been fully liberalized, in 
the snack food industry sales of more than 1 billion business everywhere, domestic 
competition in the snack food market sale terminals has become very intense. On the 
one hand the European and American brands use technology and brand across the 
country market, grasp the core competitiveness of the marketing strategy; the 
flexibility of the other domestic brands around the aid operation to expand market 
share, competition means a single, rely mainly on low-price strategy to dominate the 
market. COFCO Leconte  is COFCO's chocolate based products in the domestic 
snack food company in the 1990s was all the rage in recent years, faced with Mars, 
Cadbury (Kraft), Hershey, Ferrero, Nestle, Meiji and other foreign giants under 
attack their market share continues to decline. Increased competition in the domestic 
and international background, snack food marketing strategy has become very 
necessary. 
This paper, SWOT and consumer buying behavior theory COFCO Leconte 
Food company's marketing environment for a detailed analysis, combined with 4P 
theory developed specific products, price, place, promotion strategy, marketing for 
the company pointed out the direction . Finally, try to give companies establish a 
brand, adjust the company's sales organization, business limited related 
diversification, strengthening the construction of sales team construction, embedded 














This article seeks depth study of COFCO Leconte marketing environment for 
the development of marketing strategies provide useful lessons. Also hope that 
through the implementation of the strategy to help Leconte give full play to their 
strengths, constantly improve their own inadequacies, to reverse the company's 
current unfavorable situation on the market. It is emphasized that enterprises are 
facing the environment is constantly changing, as the company's marketing strategy 
and timely adjustments should be based on changes and amendments to the 
competition policy, so as to achieve the strategic objectives of the stage, and 
ultimately beat the competition to achieve business the growth of development. 
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2005 年我国主要休闲食品行业销售产值为 228 亿，2011 年销售产值就已经达到
960 亿元，每年以 18%以上的增幅增长。根据行业发展速度，预计到 2016 年我
国休闲食品行业市场规模将达到 1890 亿元。虽然目前我国休闲食品市场规模已
















                                                        

























































较早。2011 年全球休闲食品销售额为 900 亿美元，年增长率约为 5%， 大的
休闲食品市场是在西欧和北美，销量接近全球一半份额。发达国家的休闲食品企
业经过长时间的整合与并购，已形成如全球财富 500 强排名第 71 位的雀巢(资









    3、国际化：面对早已到了饱和的本国市场，休闲食品企业跨出国门，
努力向全球发展。许多发达国家的休闲食品企业在进入国外市场后又进行了
本土化改良，以适应当地市场的需求；  











































我国现代工业化的休闲食品起步较晚，大约在 20 世纪 80 年代中期才逐步
萌芽。经过 20 多年的发展，2011 年销售规模达到了 2000 亿人民币，年增长
率 15%，预计到 2018 年可以达到 4800 亿元。我国每年人均消费休闲食品约 30 
克，只相当于发达国家人均消费量 3200 克的 9.3‰。据中国食品协会统计，2010 
年全国休闲食品企业共 5322 家，平均资产规模为 3600 万，标准化、规模化的
大企业与作坊型小企业并存②。我国休闲食品行业主要营销特点：  
    1、品质异:企业的规模差距导致了产品质量差异大，尤其是合资品牌与国内 
作坊企业间产品差距更大，同时消费者对产品质量的认知程度也参差不齐；  
    2、轻品牌：国内企业的发展重心，都集中在产品以及渠道的发展上，对品 
牌没有系统性的管理。许多早期出名的品牌，都靠好产品吃老本，比如国内 
知名的某奶糖产品，从 80 年代就开始风靡国内，品牌早早就打响了，但缺乏品 
牌的经营理念，到现在 20 年过去，虽然它的奶糖产品仍然畅销，但一直没有利 
用品牌优势丰富生产线，抢占其他休闲食品市场，错过了绝好的扩张机会；  
                                                        
















    3、本土化：由于我国休闲食品市场巨大，企业忙于抢食国内市场，大企业 
们吞并或淘汰小企业，无暇关注国际市场。因为目标市场确定且单一，国内的休
闲食品都尽量去迎合本土消费者需求；  
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